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ABSTRACT :

The rise of online shopping has transformed the
retail landscape, posing significant challenges to
high street shops. This study explores the impact of
online shopping on high street shops in Tamil
Nadu, examining the factors influencing consumer
behavior and the negative impacts of online
shopping on physical stores. A convenience sample
of 200 respondents was surveyed, and the results
indicate that online shopping has significantly
affected high street sales, with price being the
primary factor influencing consumer behavior. The
study also reveals that online shopping has led to
job losses, store closures, and a loss of social
spaces. The findings suggest that urgent action is
needed to support physical stores, and that
government and retailers must work together to
create awareness and develop strategies to address
the impacts of online shopping. The study's
limitations highlight the need for further research,
but the findings provide valuable insights into the
impact of online shopping on high street shops in
Tamil Nadu. The study contributes to our
understanding of the impact of online shopping on
high street shops and highlights the need for urgent
action to create a more sustainable and equitable
retail landscape. The study also explores the impact
of online shopping on local communities,
highlighting the potential consequences of high
street decline, including reduced footfall, job
losses, and decreased community engagement. The
conclusions offer valuable insights for retailers,
policymakers, and scholars seeking to understand
the evolving retail landscape and the future of high
street shops in the digital era.

KEYWORDS : Shopping, Online, High-street,
Social media and Impacts.

l. INTRODUCTION :

The advent of online shopping has
precipitated a seismic shift in the retail landscape,
with far-reaching consequences for high street
shops. As consumers increasingly turn to digital
channels for their purchasing needs, physical stores
are grappling with declining footfall, sales, and
profitability. ~The allure of convenience,
competitive prices, and personalized experiences
offered by e-commerce platforms has led to a
significant alteration in consumer behavior, forcing
high street shops to confront an existential crisis.
This critical analysis seeks to delve into the
complex dynamics of online shopping consumer
behavior and its impacts on high street shops,
scrutinizing the factors driving this shift, the
implications for physical stores, and the strategies
that can be employed to revitalize the high street
retail experience in the face of digital disruption.
By examining the intersections of consumer
behavior, technology, and retail strategy, this
analysis aims to contribute to a deeper
understanding of the evolving retail landscape and
the future of high street shops in the digital age.
The rise of online shopping has led to a profound
impact on high street shops, with many struggling
to maintain their market share and profitability.
The convenience and flexibility offered by e-
commerce platforms have resulted in a significant
shift in consumer behavior, with more people
opting for the ease of online shopping over the
traditional brick-and-mortar experience. This shift
has been further accelerated by the COVID-19
pandemic, which has forced consumers to rely on
digital channels for their shopping needs. As a
result, high street shops have been faced with a
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daunting task: adapt to the changing retail
landscape or risk becoming obsolete. Many have
attempted to navigate this new reality by investing
in online platforms and omnichannel experiences,
but the competition from e-commerce giants and
the rising costs of maintaining physical stores have
made it a challenging endeavor. The impact on
local communities has also been significant, with
the decline of high street shops leading to a loss of
community hubs and a homogenization of the retail
experience. This critical analysis aims to explore
the complex factors driving this shift in consumer
behavior and the implications for high street shops.
By examining the intersections of technology,
consumer behavior, and retail strategy, this analysis
seeks to identify potential solutions for high street
shops to remain relevant in the digital age. This
analysis aims to contribute to the ongoing
conversation about the future of retail and the role
of high street shops in the digital landscape. The
impact of online shopping on high street shops is
not limited to sales and profitability. The shift to
digital channels has also led to a change in the way
consumers interact with physical stores. Many high
street shops are now seen as mere showrooms,
where consumers can browse and try out products
before purchasing them online at a lower price.
This phenomenon, known as "showrooming," has
further exacerbated the challenges faced by high
street shops. Moreover, the rise of online shopping
has also led to a change in consumer behavior and
expectations. Consumers now expect a seamless
and integrated shopping experience across online
and offline channels. They expect to be able to
browse and purchase products online, and then
return or exchange them in-store. They also expect
a personalized shopping experience, with tailored
recommendations and offers. High street shops that
fail to meet these expectations risk losing
customers to online retailers that can offer a more
convenient and personalized experience. The
decline of high street shops also has broader
implications for the community. High streets are
often the heart of a community, providing a space
for social interaction, community events, and local
economic activity. The loss of high street shops can
lead to a decline in footfall, reduced investment in
the area, and a loss of community identity.
Therefore, it is essential to explore the impact of
online shopping on high street shops and to identify
strategies that can help them remain relevant and
sustainable in the digital age.

OBJECTIVES :
1. To know whether online shopping affected the
high street shops in the past year.

2. To know the factors influencing consumer’s
decision to shop online.

3. To find the major negative impacts of online
shopping towards high street shops.

1. LITERATURE REVIEW :
Anupam Nanda(14 May 2021) This paper aims to
explore the impact of the COVID-19 pandemic on
retail real estate and high street landscape through
acceleration of e-commerce and digitalization. The
retail business has been evolving over the past
several decades, accentuated by the evolution and
development of digital technologies. Almost all
parts of the world have witnessed the changes in
consumer behavior, the nature of retail, and
reshaping of the high street landscape due to the e-
commerce revolution and continued expansion.
Neil F. Doherty(12 October 2010) The primary
aim of this paper is to critically review the
literature that explicitly addresses the adoption,
application and impact of internet technologies, by
retailers, for the promotion and sale of
merchandise. In particular, this paper seeks to
present a holistic and critical review of the early
predictions, with regard to the uptake and impact of
internet retailing. Jesse W. J. Weltevreden(16
May 2013) In this paper, we empirically
investigate how store-based retailers in different
urban settings responded to the emergence of the
Internet as a channel for commerce, using the
example of Dutch city centers. In particular, we
examine the extent to which the adoption of an
information-only and online sales strategy is
influenced by the size of the city and the
attractiveness of its central shopping location.
Audrey Laing(20 April 2013) Based upon
empirical research, and using a range of methods,
this paper examines the behaviour and experiences
of consumers in online bookselling settings and
offers comparison between online and offline
bookselling. The research finds that while the
convenience of online bookshops is important, the
key factors enticing consumers online are a
combination of breadth of range, ease of access to
obscure titles, as well as ‘personalized’
recommendations and customer reviews. Xiaoyu
Xu(17 July 2017) The empirical results show that
participation, interaction and pleasure together
define OSC consumer behavior; informational
incentives and social influence are two crucial
preconditions for OSC consumer behavior. The
results provide good support for the proposed
research model and hypotheses and vyield
interesting insights about the important roles of
informational incentives and social influence
collectively facilitating OSC consumer behavior
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during the Singles' Day period in China. Phil
Hubbard(02 February 2017) There is a well-worn
cliché suggesting Britain is a nation of
shopkeepers. If this is the case, then the vitality and
viability of the High Street surely provide a litmus
test of the health of the nation. Standing at the
metaphorical heart, but also the accessible center,
of our towns and cities, the High Street has long
been idealized as the focus of community life, a
lively shopping street that makes urban life at
worst, bearable and, at best, immensely
pleasurable. Marios Koufaris(23 December 2014)
This exploratory study examines the impact of
consumer experience and attitudes on intention to
return and unplanned purchases on-line. It also
examines how certain consumer and Web site
factors influence the on-line consumer experience.
The study finds that perceived control and
shopping enjoyment can increase the intention of
new Web customers to return, but seemingly do not
influence repeat customers to return. Paul M.
Torrens(09 May 2022) In this review paper, we
aim to make the case that a concept from retail
analytics and marketing the customer journey can
provide promising new frameworks and support for
agent-based modeling, with a broad range of
potential applications to high-resolution and high-
fidelity simulation of dynamic phenomena on
urban high streets. Jill Nash(08 November 2018)
The purpose of this paper is to explore the levels
social media (SM) platforms are influencing
consumer decision-making process for Generation
X and Y consumers in the retail fashion
environment. This study adopts an interpretive,
exploratory approach, applying a qualitative
design. The research involved eight in-depth
interviews and two focus groups in order to gain in-
depth insights of two generational cohorts'
opinions, arguments, motivations and ideas. Lu
Shen(10 February 2020) This study investigates
the impacts of online shopping convenience and
physical retail proximity on residential property
price in Shenzhen by conducting hedonic price
models. The analysis results indicate that home
buyers are willing to pay more for better online
shopping  convenience.  Rebecca  Jen-Hui
Wang(08 February 2016) Mobile shopping (M-
shopping) has become increasingly important in
marketing and retailing. Using a unique dataset
from an Internet-based grocery retailer, we evaluate
changes in customers’ spending behavior upon
adopting M-shopping, i.e., using smartphones or
tablets to compose, modify, or place orders online.
We find that the order rate, i.e., number of orders
placed per year increases as customers adopt M-
shopping. Terry L. Childers(08 January 2002) In

this article an attitudinal model is developed and
empirically tested integrating constructs from
technology acceptance research and constructs
derived from models of web behavior. Results of
two studies from two distinct categories of the
interactive shopping environment support the
differential importance of immersive, hedonic
aspects of the new media as well as the more
traditional utilitarian motivations. Sendy Farag(15
May 2006) The aim of this study is to describe
how the frequencies of online searching, online
buying, and non-daily shopping trips relate to each
other, and how they are influenced by such factors
as attitudes, behavior, and land use features.
Questionnaire data were collected from 826
respondents residing in four municipalities in the
center of the Netherlands. Nikolaos Pappas(05
December 2015) This research focuses on
holidaymakers'  perspectives  using  Internet
bookings for their holidays. The findings reveal the
associations between Internet perceived risks and
the relatively equal influence of product and e-
channel risks in consumers' trust, and that online
purchasing intentions are equally influenced by
product and e-channel consumer trust. Jorg
Becker(20 July 2018) The rise of e-commerce and
lately m-commerce, and the ongoing digitization
have a significant impact on traditional high street
retailers, who often are not able to match the prices,
variety of products, and services provided online.
To prevent the looming decline of high streets,
retailers need to catch up and start to engage the
new digital customer. Gwo- Guang Lee(01
February 2005) This paper develops a research
model to examine the relationship among
e- service quality dimensions and overall service
quality, customer satisfaction and purchase
intentions. Data from a survey of 297 online
consumers were used to test the research model.
Confirmatory factor analysis was conducted to
examine the reliability and wvalidity of the
measurement model, and the structural equation
modeling technique was used to test the research
model. Christopher J. Parker(07 June 2019) The
purpose of this paper is to establish the influence of
shopping motivations on Chinese fashion retail
engagement relative to demographics, monthly
spend on fashion items and high street/electronic
commerce preference. This is to determine how
international fashion retailers should design more
effective  retails channels, expanding upon
established theory in Hedonic and utilitarian
motivations.  Jesse  W.J.  Weltevreden(02
November 2006) This paper explores the impact of
e-shopping on shopping at city centres in the
Netherlands for 25 retail categories, using a sample
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of 3200 Internet users. Results indicate that in the
short run, e-shopping is unlikely to have a
significant effect on purchases at city centre stores.
In the long run, however, e-shopping may well
substitute for going to actual stores. Tahir
Albayrak(04 February 2016) This paper reports
the results of a study using data derived from 643
respondents at Antalya. The determinants of
shopping value are found to be tangibles, staff and
product, of which staff was the most important, but
also the least satisfactory. Additionally shopping
value was found to comprise three sub-dimensions:
the  hedonic-enjoy,  hedonic-escapism  and
utilitarian. Heleen Buldeo Rai(21 April 2021) The
majority of research articles focus on the
environmental impact of purchasing a single item
or a basket of items, in which in-store purchases
are substituted by purchases online. Such studies
conclude in favor of e-commerce. The balance
shifts when taking changes in behavior and
geography into consideration. While behavioral
reflections are on the rise, hardly any empirical

work takes the spatial organization of businesses
and consumers into account.

I METHODOLOGY :

The present study is based on primary
data collection by the researcher and the
secondary data from books, journals and online
sources. | have done empirical research with
convenient sampling and the sample size is 200.
The respondents between the age group of 21 to 51
have been collected and even above the age of 51 is
also collected, the sample collected through field
visit and online around tamilnadu. The statistical
tool which 1 have used is simple bar chart,
clustered bar chart and pie chart. The independent
variables that | have used are Age, Gender,
Occupation, Marital status and Residence. The
dependent variable is the online shopping
consumer behavior impacts on high street shops.

IV. ANALYSIS:

FIGURE-1
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Figure 1 shows the respondents for Age. In this graph the age group between 31 to 40 years has responded

more.

DOI: 10.35629/5252-0606813826

[Impact Factorvalue 6.18| ISO 9001: 2008 Certified Journal ~Page 816



\ﬁ\ International Journal of Advances in Engineering and Management (IJAEM)

'N\‘. Volume 6, Issue 06 June 2024, pp: 813-826 www.ijaem.net

FIGURE-2
S0.0%%—
40.0%%—
s  30.0%
=
a
2
[ 1]
[«
20.0%%—
10.0%— 21 67%%
16.26%
0% T T T T T
Self Employed Private sector Public sector et to be employed Cthers
Occupation
LEGEND :

Figure 2 shows the respondents for occupation. In this graph the Self-employed people have responded more.

FIGURE-3
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LEGEND : Figure 3 shows the respondents for the question “Online shopping affected the high street sales in
the past year”. On the basis of Age.
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LEGEND :Figure 4 shows the respondents for the question “The factors influencing your decision to shop
online”. On the basis of Age.

FIGURE-5
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LEGEND :Figure 5 shows the respondents for the question “Major negative impacts of online shopping

towards high street shops. [Online shopping has led to job losses in the retail sector as high street shops
downsized or closed.]”. On the basis of Occupation.
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LEGEND :
Figure 6 shows the respondents for the question “Major negative impacts of online shopping towards high street
shops. [Many high street shops have closed due to decreased foot traffic and sales]”. On the basis of
Occupation.

FIGURE-7
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LEGEND : Figure 7 shows the respondents for the question “Major negative impacts of online shopping
towards high street shops. [High street shops often served as community hubs, and their closure has led to a loss
of social spaces.]”. On the basis of Occupation.
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LEGEND : Figure 8 shows the respondents for the question “Major negative impacts of online shopping
towards high street shops. [Online retailers often have lower overhead costs, making it difficult for high street

shops to compete.]”. On the basis of Occupation.

FIGURE-9
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LEGEND :Figure 9 shows the respondents for the question “Major negative impacts of online shopping
towards high street shops. [Online shopping has reduced tax revenue for local governments.]”. On the basis of

Occupation.

DOI: 10.35629/5252-0606813826 [Impact Factorvalue 6.18| 1SO 9001: 2008 Certified Journal  Page 820



bh& International Journal of Advances in Engineering and Management (IJAEM)

= Volume 6, Issue 06 June 2024, pp: 813-826 www.ijaem.net
JAEM
FIGURE-10
A0 0%
g
E 20.0%
36.45%
10.0%

T T
Canvenisnos Frices

T T
Praduct svallsbity Social medis sdvertising

The factors influences your decision to shop online.

LEGEND :Figure 10 shows the respondents for the question “The factors influences your decision to shop

online”.

V. RESULT :

(Figure.1) The simple bar chart represents
the overall preference for the age groups. The
highest number of respondents belonging to the age
group of 31 to 40 years with the percentage of
42.86% have shown higher preference towards
online shopping consumer behavior impacts on
high street shops.

(Figure.2) The simple bar chart represents
the owverall preference for the occupation. The
highest number of respondents belonging to the
category self-employed with the percentage of
43.84% have responded to the topic on online
shopping consumer behavior impacts on high street
shops.

(Figure.3) The higher number of
respondents is from the age group 31 to 40 years.
The maximum number of answers is “Yes” with a
percentage of 42.86%.

(Figure.4d) The higher number of
respondents is from the 31 to 40 years, The
maximum number of answers is “Price” with the
percentage of 68.50%.

(Figure.5) The higher number of
respondents is from the category of Yet to be
employed. The maximum number of answers is
“Agree” with a percentage of 100.0%.

(Figure.6) The higher number of
respondents is from the category Others. The
maximum number of votes is for “Neutral” with a
percentage of 100.0%.

(Figure.7) The higher number of
respondents is from the Category of Self
Employed. The maximum number of answers is
“Agree” with a percentage of 59.55%.

(Figure.8) The higher number of
respondents from the category of Self Employed.
The maximum number of votes is for "Neutral”
with the percentage of 100.0%.

(Figure.9) The higher number of
respondents from the category of Self Employed.
The maximum number of votes is for "Strongly
agree” with the percentage of 67.0%

(Figure.10) The higher number of the
maximum number of votes is for "Price” with the
percentage of 36.45%.

VI. DISCUSSION :

(Figure.1) The simple bar chart represents
the overall preference for the age groups. The
highest number of respondents belonging to the age
group of 31 to 40 years with the percentage of
42.86% have shown higher preference towards
online shopping consumer behavior impacts on
high street shops. (Figure.2) The simple bar chart
represents the overall preference for the
occupation. The highest number of respondents
belonging to the category self-employed with the
percentage of 43.84% have responded to the topic
on online shopping consumer behavior impacts on
high street shops. (Figure.3) The higher number of
respondents is from the age group 31 to 40 years.
The maximum number of answers is “Yes” with a
percentage of 42.86%. So people say that online
shopping affected the high street sales in the past
year. (Figure.4) The higher number of respondents
is from the 31 to 40 years, The maximum number
of answers is “Price” with the percentage of
68.50%. So people say that the online price is low
compared to high street shop’s price. (Figure.5)
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The higher number of respondents is from the
category of Yet to be employed. The maximum
number of answers is “Agree” with a percentage of
100.0%. People agree that the Online shopping has
led to job losses in the retail sector as high street
shops downsized or closed. (Figure.6) The higher
number of respondents is from the category Others.
The maximum number of votes is for “Neutral”
with a percentage of 100.0%. The people say that
not all the high street shops are closed, only a few
are closed due to online shopping. (Figure.7) The
higher number of respondents is from the Category
of Self Employed. The maximum number of
answers is “Agree” with a percentage of 59.55%.
So the people agree that High street shops often
served as community hubs, and their closure has
led to a loss of social spaces. (Figure.8) The higher
number of respondents from the category of Self
Employed. The maximum number of votes is for
"Neutral” with the percentage of 100.0%. So the
people say that in online and high street shops the
cost of the product might be higher and lower.
(Figure.9) The higher number of respondents from
the category of Self Employed. The maximum
number of votes is for "Strongly agree” with the
percentage of 67.0%. Most of the strongly agreed
that Online shopping has reduced tax revenue for
local governments. (Figure.10) The higher number
of the maximum number of votes is for "Price”
with the percentage of 36.45%. The maximum
number of people say that the price is the major
factor influencing consumer to purchase online.

VIL. LIMITATIONS :

One of the major limitations of the study
in the sample frame. There is a major constraint in
the sample frame as it is limited to a small area.
Thus, it proves to be difficult to extrapolate it to a
larger population. Another limitation is the sample
size of 200 which cannot be used to assume the
thinking of the entire population in a particular
country, state, or city. The physical factors have a
larger impact, thus, limiting the study.

VIII.  SUGGESTIONS :

Based on analysis | have some
suggestions for the topic on online shopping
consumer behavior impacts on high street shops,
the uneducated people not aware about the online
shopping consumer behavior impacts on high street
shops, so the government has to take more
initiative and they have to educate the people who
is not aware about it, younger generation is also not
aware about the online shopping consumer
behavior impacts on high street shops. So | suggest
that the government initiate some awareness camps

and classes about the impacts of online shopping
consumer behavior on high street shops through
mass media and social media platforms where
many people can get some awareness about the
impacts of online shopping consumer behavior on
high street shops.

IX. CONCLUSION :

In conclusion, this study has explored the
impact of online shopping on high street shops in
Tamil Nadu, with a focus on the factors influencing
consumer behavior and the negative impacts of
online shopping on physical stores. The study's
findings suggest that online shopping is having a
significant impact on high street shops in Tamil
Nadu, and that urgent action is needed to address
this issue. The government and retailers must work
together to create awareness about the impacts of
online shopping on high street shops and to
develop strategies to support physical stores. This
may include initiatives such as education and
awareness programs, support for small businesses,
and investments in digital infrastructure. The
study's limitations highlight the need for further
research on this topic, including a larger sample
size and a more diverse population. However, the
study's findings provide valuable insights into the
impact of online shopping on high street shops in
Tamil Nadu, and suggest that urgent action is
needed to support physical stores in the face of
digital disruption. Overall, this study contributes to
our understanding of the impact of online shopping
on high street shops and highlights the need for
urgent action to support physical stores in the face
of digital disruption. The findings of this study
have important implications for retailers,
policymakers, and consumers, and suggest that we
must work together to create a more sustainable
and equitable retail landscape.
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The rine of online shopping has transformed the retall Landscape. posing sgnificant challenges to high
streoet shops, This study explores the impact of ontine Sshopping on high streot shops in Toamil Nadu
wxarmining the factors iInfluencing connumar Dahavior and the negative impacts of anline shopping on
physical stares. A conveniencs sample of 200 respondonts was surveyved, and the resulss iIndicate that
online shopping has significantly affected high strect sales, with price being the primary factor
fNluencing conuumer behavior. The study also roveals that online shopping has led 1o jobs losses, storo
closures, and » loss of social spaces. The findings suggest that urgent action s neoded 1o support
physical stores, and that govermument and retallers must work togother to create awaroness and
devolop stratogion 1o address the mpacts of online shopping. The study's Limitations highlight the
nooed for further research, but the findings provide valuable Insights INto the Impact of online shopping
on high streot shops in Tamil Nadu. The study contributes to our understanding of the Impact of online
shopeing on high street shops and highUghts the noeoed for urgent Action Lo create & Mo sustainable
and oguitable retail Lundascape. The study also oxplores the impect of online shopping on locasl
communities, highlighting the potential conseguences of high street decline, including reduced footfall
JOb louses, and dedreased COmMMmMunity engagemeant. The conclusions affer valuable insigivs fos
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The advent of online shopping has precipitated a seismic shift in the retall landscape, with far-reaching
consequences for high street shops. As consumers increasingly turn to digital channels for their
purchasing needs, physical stores are grappling with declining footfall, sales, and profitability. The
sllure of convenience, competitive prices. and personalized experiences offered by e-commerce
platforms has led to a significant alteration in consumer behavior, forcing high street shops to confront
an existential crisis. This critical analysis seeks to delve into the complex dynamics of online shopping
consumer behavior and its impacts on high street shops, scrutinizing the factors driving this shift, the
implications for physical stores, and the strategies that can be employed to revitalize the high street
retail expernence in the face of digital disruption. By examining the intersections of consumer behavior,
technology, and retail strategy, this analysis aims to contribute to a deeper understanding of the
evolving retail landscape and the futuce of high street shops in the digital age. The rise of online
shopping has led to a profound impact on high street shops, with many struggling to maintain their
market share and profitability. The convenience and flexibility offered by e-commerce platforms have
resulted in a significant shift in consumaer behavior, with more people opting for the ease of ontine
shopping over the traditional brick-and-mortar experence. This shift has been further accelerated by
the COVID-19 pandemic, which has forced consumers to rely on digital channels for their shopping
neaeds, As a result, high street shops have been faced with a daunting task: adapt to the changing
rotail landscape or risk becoming obsolete, Many have attempted to navigate this naw raality by
investing in online platforms and omnichannel experiences, but the competition from e-commerce
giants and the rising costs of maintaining physical stores have made it a challenging endeavor. The
impact on local communities has also been significant, with the decline of high street shops leading to
a loss of community hubs and a homogenization of the retail experience. This critical anatysis aims to
explore the complex factors deoiving this shift in consumers behavior and the implications for high street
shop=. By examining the intersections of technology, consumer behavior, and retail strategy, this
analysis seoks to identify potantial solutions for high street shops to remain relevant in the digital age.
This analysis aims to contribute to the angoing conversation about the future of retail and the role of
high streot shops in the digital landscape. The impact of online shopping on high street shops is not
limited to sales and profitability. The shift to digital channels has also led to a change in the way
consumers interact with physical stores. Many high street shops are now seen as meaere showrooms,
where consumers can browse and try out products before purchasing them online at a lower price,
This phenomenon, known as "showrooming." has further exacerbated the challenges faced by high
street shops. Moreaver, the rise of online shopping has also led 1o a change in consumer behavior and
oxpectations, Consumers now expect a seamless and integrated shopping expenence across online
and offline channels. They expect to be able to browse and purchase products online, and then return
or exchange them in-store, They also axpect a personalized shopping experience. with tailored
recommendations and offers. High street shops that fail to meet these expectations risk losing

DOI: 10.35629/5252-0606813826 [Impact Factorvalue 6.18| 1ISO 9001: 2008 Certified Journal  Page 825



&ﬁ\ | International Journal of Advances in Engineering and Management (IJAEM)

= Volume 6, Issue 06 June 2024, pp: 813-826 www.ijaem.net ISSN: 2395-5252

CONCLUSION :
s
Plagiarism Scan Report
Report Generated on: Jun 20,2024
- 0%
0% Exact Plagiarized o
Plagiarized Content Partial Plagiarized Unique Content
Total Wards: 235 Total Characters: 1504 Plaglarized S z O Unique Sentences: 8 (100%,)

Content Checked for Plagiarism

In conclusion, this study has explored the impact of online shopping on high street shops in Tamil
Nadu, with a focus on the factors influencing consumer behavior and the negative impacts of online
shopping on physical stores. The study's findings suggest that online shopping 15 having a significant
Impact on high street shops in Tamil Nadu, and that urgent action is needed to address this issue. The
government and retailers must work together to create awareness about the impacts of online
shopping on high street shops and to develop strategies to support physical stores. This may include
Initiatives such as education and awarenNness programs, support for small businesses, and investmaents
In digitat infrastructure. The study’s Umitations highlight the need for further research on this topic,
including a targer sample size and a more diverse population. Howeveor, the study's findings provide
valuable insights into the impact of online shopping on high street shops in Tamil Nadu, and suggest
that urgent action is needed to support physical stores in the face of digital disruption. Overall, this
study contributes to our understanding of the impact of online shopping on high street shops and
highlights the need for urgent action to support physical stores in the face of digital disruption. The
findings of this study have important implications for retallers, policymakers, and consumers, and
suggest that we must work together to create a more sustainable and equitable retail landscape

No Plaglansm Found

DOI: 10.35629/5252-0606813826 [Impact Factorvalue 6.18| 1SO 9001: 2008 Certified Journal  Page 826



